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Abstract 
Objective. The study was conducted to analyze the effects of brand’s country-of-origin 
image on the formation of brand equity in local and foreign bank in Indonesia. The 
objective of the research was accomplished through an adaption of a study conducted by 
Yasin, Noor, and Mohammad in 2007.   
 
Method. Data were collected by distributing questionnaires to a total of 210 samples of 
customers bank in Jakarta, with around 50 samples in each corresponding banks. Data 
were analyzed by using confirmatory factor analysis, multiple regression, linear 
regression, Baron and Kenny method, and independent sample T-test.  
 
Results. Of all 210 questionnaires distributed, all were utilized for the analysis. The 
regression analysis results in this study show that brand’s country-of-origin image 
positively and significantly influence dimensions of brand equity. the results also show 
that brand’s country-of-origin image influences brand equity, through the mediating 
effects of brand distinctiveness, brand loyalty, service perceived quality,  and brand 
awareness/associations. 
 
Conclusion. Generally, Country-of-origin image influence brand equity directly, or 
through the mediating effects of brand distinctiveness, brand loyalty, service perceived 
quality,  and brand awareness/associations as brand equity dimensions.  
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